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1. SUMMARY 

Animation, as one of the considerable techniques of social-pedagogical and psychological 
tool-system, appeared in the frames of hotel (small) group activities as far back as in the 
1950s. One of the roles of animateur is the function of host or house-master (Finger-Gayler, 
2003). However in this more than 60-year long development period since its appearance date 
this profile has changed notably. 

Customer Relationship Management (handling guests’ complaints) at the hotels — mainly in 
the field of business tourism — has provided adjustment by the customer- and social-related 
marketing conceptions. In this development the international vacation clubs took the lead. 
Nowadays the Guest Relation Services and the entertainment team can solve the guests’ 
complaints together. In my study this will be presented by practical examples. 


2. INTRODUCTION 


As it was declared in the above summary a special system of guests’ handling has been 
developed in the world in the last half-century. 

You should take separation between the handling cases of guests in the meaning of leisure 
time management (animation/entertainment) and managing complaints (CRM). 

But as the research shows, a well-communicative and helpful connection should be built 
between the entertainers, who spend many hours of a day with the guests at the activities and 
the officers who take care of the complaints and troubles in a hotel. That is what makes 
differences between a city or conference, business hotel and a vacation club or holiday hotel. 


1.1. The concept and development of animation 


Many definition of animation is known in the literature. In the professional vocabulary of 
cultural manager, social worker, sociologist, andragogue (specialized in Adult Education 
Management) and IT specialist the word ‘animation’ can be found, however the meaning is 
not the same as it is used in the tourism and hospitality sector. In this last area the leisure time 
management and recreation are the nearest expressions. 

Recreation is a word of French origin. Its base is two Latin words: “re” (meaning again) and 
“creare” (means create). Summarizing the literature, recreation can be determined as pastime, 
sport, hobby activities or even amusement. Recreation can be specified as acting for leisure 
and fun or “activity of leisure, leisure being discretionary time” (Yukic, 1970). 

In the Hungarian literature Kovacs has defined recreation as the “culture of leisure time 
activities”. It can be combined with well-being, feeling well, and quality life. (Kovacs, 2004) 
Recreators are working in the field of recreation. Within this wide profession sphere, 
animateurs (entertainers) can be separated. 

Animation is a word of Latin origin. Its base is: “animatio”, that means making alive, and in a 
figurative sense cheerful zeal, passionate excitement, agitation (Finaly, 2010). As the Foreign 
Words Dictionary it means also liveliness, encouragement, inspiring, stimulation. 
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Animation in the tourism field started its development in the early 1950s. In the French and 
German literature the short history of animation can be read, which can be completed by the 
known, famous providers’ websites, as the author did it in his college book and lectures. The 
first-line French company’s story can be read below. 

In the early stage of mass tourism a unique experience was needed and special, new 
destinations with modern services were necessary. In this time a French young man, former 
water polo champion, Gerard Blitz work out a plan to bring a few hundred French and 
Belgian tourists in some turns to the beautiful and intact beach of Alcudia, Mallorca in 1950. 
He thought that he would have provided more exciting programs than his predecessor in tent 
vacations (Dimitri Philipoff, since 1935). Blitz’s plan was improved by the years, and his one- 
village system developed to a net (1951 in Tuscany, 1952 in Corfu, 1953 in Montenegro, and 
in many more during the years). This company was called Club Mediterranée, which is today 
a market-leader in vacation club tourism. 

What are the advantages of a CM-holiday? The Club launched Polynesian straw-hut villages, 
not only the built wooden or stone houses in the years on. Blitz and his later partner, Gilbert 
Trigano since 1954, in the beginning offered common holiday experience only for adults with 
common eating and leisure time activities, later than they established the first Mini Club Med 
for their former guests’ children (1967). But babies were welcomed since 1957 (!). The guests 
paid prior the travel, and on the destination they did not have to spend money on anything, 
because everything was included in the participation fee. Already in the 1960s the guests 
could use the so-called “necklace-paying” custom, so they could pay by these coloured beads. 
In 1965 CM entered the cruise tourism market with very cheap prices, too. 

In the end of 1979 CM had become one of the world’s fastest growing vacation and resort 
companies, where the GOs (Gentle Organisateurs), nowadays internationally called 
entertainers, were responsible for the guests’ welfare by several activities in the motto of “joie 
de vivre’, i.e. hearty or carefree enjoyment of life. (Blednick, 1988). 

Until today, the hotel-chain has expanded by opening new resorts and closing old ones, all the 
time with considering modernization. It is the tenth biggest chain in the world, and its 
example was followed by other enterprises (copycats) in the years. 

These “copycats” were appeared in many branches, explained by Finger & Gayler (2003). 
Some of the well-known club-hotels are the following (in brackets with the foundation date): 
Robinson Club (1970), Club Aldiana (1973), Alltours (1974) — they are the three biggest 
European Club-holiday provider besides Club Med; Club Calimera (1983), Club Magic Life 
(1990), 1-2 Fly (1998). 


Animation can be imagined as a branch of recreation carried out by animateurs who lead the 
programs and play WITH the guests in a friendly, joyful way for their experience without the 
force of physical performance. That is what distinguishes animation from PE or physical 
recreation, and because of this, tourism / hotel animation contains besides playful sport 
programmes atelier (craftsman) activities or entertainment (on stage), too. (Magyar, 2011) 


Definition of animation is not united in the literature. The well-known German authors 
defined this activity variously. Here comes their definition by its essence, or content: 
“Animation is a person’s friendly, joyful, lovely, warm-hearted, attractive request, inviting to 
common activities, some optional programs, for being together with others, and rejoicing at 
new discovers, experience, common programs, other people, environment, destination, culture 
and country.” (Finger-Gayler, 2003, pp. 27) 

Tourism animation is, however, a service attained at commercial lodgings, leisure-centres, 
sport institutions, community centres, or other tourism-related spots, which has an aim to 
provide the guests a permanent EXPERIENCE through building of connections among them 
by organising and leading of playful programs. (Magyar, 2003) 


1.2. Determining the hotel Guest Relation Management 


There are many appellations to this field of work. They are used also as an abbreviation, or in 
its whole expression, according to the varied usage in the hospitality industry also by other 
jobs: GRM (Guest Relations Manager), GRO (Guest Relations Officer), GSM (Guest 
Services Manager), CRM (Customer Relationship Manager) coming from the commercial 
sphere, or simply Hotel Guest Service. 

But how can this sphere of work be defined? There is still not a united definition, chiefly in 
the tourism and hospitality industry, which is proved by the lack of the literature, too. 


This term was used for long times in commercial sphere, and for that many experts tried to 
define it in the early 2000s (Allen-Kania-Yaeckel, 2001; Parvatiyar-Sheth, 2001; Ryals-Knox, 
2001; Tinsley, 2002; Zablah-Bellenger-Johnston, 2004) as Veres and Révész diclaimed 
(Veres, 2009). The roots of this system are in the U.S. and in Europe, according to the 
recovery of the economy. Related to the cost-reduction, the purpose of the companies was no 
longer the acquisition of new customers, but to keep the existent clienteles, to make use of the 
available resources. (Kenesei-Kolos, 2007) 

There is a varied look by using the CRM-systems among the enterprises. Some of them mean 
direct marketing, loyalty program, call-centers, while some other identify this expression with 
the help-desk function, data-mining, e-commerce procedures, etc. (Kenesei-Kolos, 2007) 
Summarizing the literature, Révész has specified a serviceable definition for CRM: “CRM is 
such an overall strategy, which, based on the philosophy of relationship-orientation, integrates 
the human resources and enterprise skills arisen from them with the information systems of 
the organisation and IT in the interest of maximization of the value of the firm’s customer 
relations.” (Veres, 2009, pp. 233) 

So, CRM in the commercial sphere can be identified by a business, IT-based and —supported 
technology system, for the purpose of profitability and optimal customer value. 


In the hospitality industry the managers also use these kinds of systems, but separately. For 
example the profitability is achieved by the help of Yield Management, or Revenue 
Management. The new and modern services are planned by the managers in Board Meetings, 
with discussions between Financial Manager and the affected Division Manager. Informing 
the (potential) guests about these new services is the task of the staff at the Sales Department. 
The co-operational part of the CRM model ensures the contact with the customers by 
communication-supporting systems, e.g. call-center, telephone, email, fax, or web- 
communication. These are still the sub departments of a hotel’s Sales Division. 


However, in a hotel the needed information about the service performance can be gathered 
mainly not from electronic channels, but by personal, face-to-face communication. Anyway, 
it is also needed to mention, that 96 percent of dissatisfied customers never bother to 
complain. 

That is why in the higher level hotels, also in the business and the vacation club type has been 
formed the job of Customer Relationship Manager. In the business sphere his / her main task 
is to accompany the (V.I-P.) guests as a host/ess in the house, to listen to their sayings and 
arrange some additional service for the guests or, by any chance, to try to handle complaints. 
Hereby he / she should be a pleasing, attractive, smiling, calming reflective personality. 

It is a middle-management job, and looking to its importance in the hotel organisational 
hierarchy, it should be situated under the GM (General Manager), on the same level as RDM 
(Rooms Division Manager) or FOM (Front Office Manager). 

If you examine the hotels’ human resources, it can be stated that it is rather a female job. 


2. ROLE OF THE ANIMATEUR / ENTERTAINER IN A HOTEL 


Animation activities are lead by a special recreator, the so-called animateur. This phrase, 
“animateur” is used especially in the French and German language. In the English usage it 
was not spread for a long time, (Active) Guest Relation Manager/Officer was used, but it is 
fallacious, and inspires some relation to the previously described other job. 

Later then, in the beginning of the second Millennium, the bigger club suppliers (e.g. Club 
Magic Life) started to use ‘Entertainment’ instead of ‘animation’ and ‘Entertainer’ instead of 
‘animateur’. It is a wider concept, which emphasizes the show-like elements in each area; but 
it is suitable to distinguish the two similar jobs and sphere of activities from each other. 

As an animateur with 10-years experience, I can state, that the ideal animateur/entertainer 
feels that animation is his/her life, and its organic part is to entertain others, encourage the 
(shy) guests for achieving common joy with the other guests. Animateur is not a leader of the 
group, but rather a play-mate, listening and helpful friend, chiefly by the children animation. 
The animateur is an idyllic person in many guests’ eyes, who is always cheerful, smiling, 
humorous and able to get a smile on the guests’ faces by his/her funs, tricks and jokes. The 
guests think that he/she never gets tired, hungry, impatient, sad or angry. That is why he/she 
can get close to the guests, who relates to him/her friend-like. 

Finger & Gayler says the animateur/entertainer is the new house-master, which function was 
disappeared from the smaller (guest) houses at the beginning of the mass tourism. It follows 
from this, that the animateur/entertainer should do the following tasks: 1. welcome, greeting 
2. giving information 3. help to know others 4. presence, being available 5. serve the demand 
6. taking care, provision 7. showing interest and make inquiries 8. doing something together 
with the guests 9. organising something special 10. saying goodbye / farewell to his/her 
guests. However, in today’s tourism the animateur/entertainer is able to take over only some 
of these tasks, the others should be shared with other staff (Finger-Gayler, 2003, pp. 25) This 
other helping staff-member can be the receptionist clerk, the waiter or the GRM. In my 
opinion, after my experiences also in the international entertainment scene, the 
animateur/entertainer should keep those functions, that are close connected to his play-master 
role (namely Nr. 2., 3., 4., 8., 9. and sometimes the tasks marked with 1., 5., 6. and 10). 


3. ROLE OF THE GRM IN A HOTEL 


Guest Relation Manager is a hotel staff, whose essential job task is to ensure that guests are 
well looked after while they are staying in the hotel, they feel themselves good and satisfied. 
As a GRM of a Greek hotel in Kos said, the three fundamental pillars are: 1. being healthy 2. 
(already) do not have any complaint 3. feel the want of nothing. 

The classic tasks of a GRM in a hotel can be read at house-master’s role above. Among the 
new-kind tasks can be mentioned the handling of guests’ complaints related to any services of 
the hotel, and listening, recording and as far as possible performance the guests’ wishes and 
comments. By a GRM the guests can feel themselves important and supported, appreciated. 

In smaller hotels these functions can be done e.g. by the Front Office Manager or the General 
Manager, but in the larger vacation club hotels (with capacity around 1 000 persons or more) 
and in upscale city hotels it would be needed to cover these tasks by a separate staff. 

The GRM greets guests, check them in, provide them information, anticipate and respond to 
their needs, listen to and resolve complaints and provide excellent service throughout their 
stay in the hotel — such as a grandma did by summer holidays. He/She may also assist by 
booking the guests theatre tickets, making them reservations or arranging tours. (chow.com) 
In a vacation hotel his/her task can also be make the animateurs informed about guests’ 
birthdays, in order to organise a special surprise party for bigger experience. 


Sometimes the measuring of the guests’ satisfaction by questionnaire is also a task of a GRM. 
He/She collects these questionnaires fulfilled by the departed guests, with the help of the 
reception and process the data (maybe by an Assistant GRM) and then forward the results 
from time to time towards the Management of the hotel. 

The GRM should walk in the hotel, such as the animateurs, to be visible, and the guests could 
find him/her with their cases. Anyway, the GRM also should take office-hours at his/her desk. 


4. RELATIONSHIP BETWEEN ANIMATEURS/ENTERTAINERS AND GRMs 


As in all the fields and jobs in the hotel, also for the GRM is very important to get the news. 
Not only from the internal communication platforms or from the Division Managers, but also 
the entertainment team could give him/her information about the guests’ needs or complaints. 
Many times the guests do not tell about their positive feelings to the GRM, but to the 
animateurs, with whom they spend many hours a day. That is why this important information, 
as satisfaction is needed to get to the GRM, by the Entertainment Manager. 

The hidden guest complaints can also be found there, which they do not dare to tell any staff, 
but the animateurs, who are always so opened to them. These complaints are maybe not so 
serious, but have impact on the image, judgement about the hotel and the holiday. Animateurs 
should listen to all that their guests tell them, and if it is needed to help the guests by problem- 
solving, or forwarding them to a competent Division, or to GRM. But forwarding should not 
mean sending guests alone, but rather accompanying them with continuous talk and empathy. 
Sometimes the animateurs should help in conversation between the guests and the GRM, 
because of the lack of knowledge of that foreign language that the GRM speaks. 

The GRM could also help promoting animation activities, when he/she speaks to the guests. 
And whether the GRM knows some activity suggestion from the (complaining) guests, he/she 
also shares it with the Entertainment Manager. 


5. CONCLUSION 


Both sphere of jobs, animateur/entertainer and GRM is employed in a hotel to make guests 
feel welcome and ensure their satisfaction. Guest Relation Manager (and his/her assistant) can 
help the animateurs/entertainers in some special cases that are over their sphere of authority. 
Together they can handle situations in a friendly way, which can lead to guest satisfaction, 
and in a long run a loyal sphere of clientele, that can be a key for profitability, too. 

To do these jobs, the staff should feel the whole hotel as his/her own, should identify oneself 
with the hotel’s philosophy and mission, and represent it in front of the guests all the time. 
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